Abstract-The purpose of this research is to evaluate how audiovisual sports advertising influences the self-perception and the socio-cultural perception of sedentary individuals. The goal is to understand the effect of the marketing strategies used by sports industry's brands in order to create more effective audiovisual sports advertising.
I. INTRODUCTION
The motivation to accomplish this research is the actual need for a research on body image and sports advertising combined. A link between the existing literature on body image and sports advertising (analyzing not only the female subject, but the male one as well) has presented itself as a gap in the world of scientific research, one that urgently needs to be fulfilled (McCabe & Ricciardelli, 2001, p. 236; Pope, Olivardia, Gruber, & Borowiecki, 1999, p. 71; Vilas Boas, 2003, p. 202) . With this research, we aim to bridge these two subjects. The goal is mainly to provide data and a reflection on the most relevant aspects that sports advertising can explore in order to assist businesses in the sports industry.
The significant aspect of this theme is that it focuses on uncommon subjects of study. For starters, the sedentary population doesn't seem to be the target-audience of most of the audiovisual sports advertisements. Additionally, choosing the sedentary population as the main subject of study opens up new possibilities when it comes to research topics. Proposing a new approach to the data analysis of the influence of sports advertising on individuals can be useful to create a new element on the strategic dimension. This may be valuable to create campaigns focused on inspiring the audiencebenefiting the audience -, while providing companies with a list of recommendations to create optimal promotional campaigns -benefiting the industry.
The main goal is to understand the influence of audiovisual sports advertising in sedentary (i.e. physically inactive) population and how audiovisual sports advertising has contributed in shaping self-perception and the perception of others. An additional goal is to also analyze the strategies used by certain brands in the sports industry to embrace the sedentary population inclusively, creating the new "open community" trend and raising awareness for engaging in physical activity. The aim is to discover what type of video approaches contribute to more successful outcomes in sports advertising in order to charm the public into buying the products and/or services they represent. We divided this study into main three operational questions and hypothesis.
In what ways have the sports industry's marketing strategies developed? Throughout the years, the marketing strategies used by the sports industry have developed in an almost ambiguous manner. The body image that used to be considered "repulsive" in the past is presently considered a role model (Vilas Boas, 2003, p. 174) . One perfect example of this is in the image of a woman with a very toned body and/or muscular, that in the past was mostly ridiculed, prioritizing the figure of a thin woman (almost skeletal) or the shape of a very muscular (Vilas Boas, 2003, p. 174) and voluminous man, that in the past wasn't truly accepted by society. Nowadays, it is an aspiration (A. R. Smith, Hawkeswood, Bodell, & Joiner, 2011) . We analyzed a list of the most success audiovisual sports advertising commercials (empathizing on the brand Reebok), in order to understand the public's outlook and opinion regarding the audiovisual advertising structure.
What are the sports industry's most effective strategies to draw the attention of the sedentary population?
One of the most recent and effective strategies used by brands of the sports industry in order to embrace the sedentary population is the use of models with a look that fits the standards of beauty of the targeted society. The intention of this seems to be making the sedentary public relate more to the exhibited content and believe that, in a world where the ideal of beauty tends to switch from the very thin female figure to the toned woman or muscular man, it is also possible to add to that "ideal model list" the "common person" image (A. R. Smith et al., 2011) . The "common person" is the individual who has all the traits that make up a profile that cannot cease to be a rolemodel: a full-time employee, a mother or a father, and all individuals that have limited time to take care of themselves (i.e. to engage in sports physical activity and shape their bodies as they desire). We believe that this is the most recent strategy adopted by some sports brands in order to invite the physically inactive population to belong to the world of sports. To cover this aspect and check its authenticity, the Online Research Survey's results and the data acquired from the Focus Group Research were taken into account. Examining the most success audiovisual sports advertising and listening to the audience's opinion and behavioral response contributed to the identification of specific stages for the creation of successful marketing campaigns (Kotler & Armstrong, 2006) .
What approaches contribute to successful results in sports advertisements, for enterprises?
The audiovisual sports advertisements that most likely and effectively obtains the most reactions and responses from the sedentary public is the motivational approach. However, we believe that this might vary according to different factors, such as: an individual's gender, age or physical condition (athletic or sedentary).
Therefore, the goals of this research can be summarized into the following: (1) to understand how audiovisual sports advertisements contribute in the configuration of selfperception and the perception of others, (2) to explore sports' industry most effective strategies to draw the attention of the sedentary population and (3) to find the best approach to successful outcomes in sports advertisements.
II. THEORETICAL BACKGROUND
The present study researches explicitly the last step of advertisement creation, as mentioned by Kotler et al. (2006) : to explore the communication effects of advertisements and its actual effectiveness. The analysis of the effect in the audience, as Lasswell (1948) defines it.
When analyzing an audience, it is essential to understand that the audience is built by a collection of individuals and that each individual is an important part of the audience. Nowadays, with the rising importance of social media and the progressive growth of online brand communities -where the receiver of a given message can easily interact with others profiting from the feedback -it is essential to recognize that each individual is an important part of the audience.
Sports companies have been working towards more innovative ways to generate more revenue and create brand value. The profitable side of modern advertising (Bayer et al., 2007) is clearly a part of those innovative strategies, however, it is indispensable for brands to start tracing new paths inside the different modern advertising branches in order to avoid being mixed into the chaos of what might possibly be excessive advertising (Salmon, 2015) . Brand communities are undeniably great sources of discrete, or blunt advertising (e.g. publicity, word-of-mouth) declarations, and favorable sources of a different kind of brand experience.
It seems that sports brands are increasingly becoming more aware of the importance of working on providing to all publics -the athletic and the non-athletic -in an attempt to build their own online, and offline communities, since it is highly probable that it will result in greater revenue. Consequently, understanding the effect of advertising on individuals and how it can, positively or negatively, influence the audience is imperative -in a sense that brands should optimize their resources and communication channels.
Business firms are not the only ones making advertising investments, since "not-for-profit organizations (…) also use them to promote their causes to various target publics" (Kotler et al., 2006, p. 436) . One example of this is The British "This Girl Can" campaign. However, the fact that such a substantial campaign has decided to focus only on women, generates the question: what about men? This raises a few questions related to the perceived, and the real, gender differences (or similarities) that the sports industry has settled.
Bearing in mind that, according to some authors, men actually live through similar struggles as women and are prone to suffer from low self-esteem and body dissatisfaction as well (Heinberg, 1996; Kaminski et al., 2005; Siever, 1994 , as cited in A. R. Smith et al., 2011, p. 232) and "advertising in general has been shown to affect both males' and females' body image" (D. Smith et al., 2008, p. 7) , brands are probably most prone to succeed by developing their advertising campaigns with this in consideration.
Specific types of advertising are also taken into account in order to draw the public's attention. Advertising which alternates between the informative, persuasive and reminder types of advertising objectives for unpredictably -so advertisements are not unconsciously ignored by the audience due to advertising stagnation -and audience response analysis is probably more effective. Creating audiovisual sports advertising campaigns that welcome everybody, mindless of whether they are athletic or sedentary, and using the marketing concept more often due to its personal approach on the customers' needs, is the sports industry's best bet.
III. METHODS
We've employed a qualitative research strategy, using the case study as the main research design (Bryman, 2012, pp. 76, 111) , integrating a quasi-experimental approach and using mixed methods. The methodology uses quantitative elements (such as the Online Research Survey and its ensuing statistical analysis) and qualitative elements (such as the case study, the Focus Group Research and its ensuing content analysis). These methods were progressively used in order to cross information and contribute in the design of each succeeding investigation steps.
A. Instruments
The first research instrument used was the Online Research Survey. The purpose of the Online Research Survey was: (1) to assist in the structuring of different criteria that could be taken into consideration in the design of the Focus Group Research script and (2) to contribute in the development of a profile for the sedentary and athletic population -to identify properly the universe and the sample of subjects to study. The expected outcomes from this approach were: to discover if there is a significant difference between the athletic and the sedentary groups when it comes to their self-perception, the perception of others, and their opinions and motivations towards the brands' messages. The Focus Group Research consisted of two physical training sessions -adhering to the functional training methodology. An introductory conversation was held before each session and a closing discussion was held with all participants following the physical training session. A semi-structured discussion script was used in order to discover participants' motivations and influences more clearly. The training session was coordinated by a sports coach, while the researcher gathered data and functioned as the moderator. During the training session, the researcher also used an Observation Grid.
The changing condition of the two Focus Group Research sessions was the presentation of a short sports video on the second session, before the participant observation began. The chosen video is called "Emotions of CrossFit" 1 (CrossFit, 2014).
The Workout Plan was a very important tool, considering that the group observation relied on it. As a big part of the Focus Group participants were not familiarized with physical activity, exercise techniques or could have serious physical limitations, a Workout Plan had to be customized taking these factors into consideration. A simple, short and easy-tomemorize workout had to be planned, with scalable exercises that could quickly and easily be learned by participants so they could work at their own pace during the workout session.
1 https://www.youtube.com/watch?v=-ot63GiM7DM Accordingly, along with the same sports coach who coordinated the training session of the Focus Group sessions, we created a workout with a 10-minute AMRAP (As Many Rounds as Possible) structure, made up of three simple bodyweight exercises.
B. Sample of Subjects
The main participants in this research were individuals that belong to the sedentary population, which do not engage in regular physical activity. We also included in the study athletes and individuals that regularly engage in physical activity in order to provide a better comprehension of the effects of advertising in the real world. That is, the training sessions did not occur with the segregation of the different types of athletic individuals (athletes and amateurs). Therefore, we decided to study this topic as closely as it occurs in its natural environment (whether in training sessions, or in social interactions). The second population (athletic) was studied as well, in order to understand more accurately the differences between the sedentary and the non-sedentary population. This served as a type of control group, to compare the collected data in the Focus Group Research discussions to secure more precise conclusions.
The profile of the sedentary participants was classified as: male or female individuals, 15 years old or older, who engage in little (a maximum of two sports physical activity sessions a week) to no physical activity and who are more likely to skip workout days. The profile of the athletic participants was classified as: male or female individuals, 15 years old or older, who engage in sports physical activity three or more times a week and are mostly consistent with their workout schedule (rarely missing workout days).
IV. RESULTS AND DISCUSSION

A. Online Research Survey
The The survey participants were on average 29.74 years old (SD=9.974), with 56% (N=126) of female participants and 44% (N=99) male participants. 71% (N=160) of respondents answered that they engage in physical activity, and 29% (N=65) answered that they did not engage in physical activity. 56% (N=126) of respondents answered that they consider themselves athletic and 44% (N=99) answered that they consider themselves sedentary. According to our data, the threshold for an individual to consider her/himself athletic seems to be at around 4-5 sessions per week (Fig. 1) . On a general note, respondents selected that they feel especially motivated to work out when they: 55% go with friends (GWF), 14% see social media shares associated with healthy lifestyles (SSMS), 32% have a training program (HTP), 16% watch inspirational fitness videos (WIFV), 6% schedule a session with a Personal Trainer (SSPT), 5% watch sports advertising (WSA), 28% feel guilt or obligation (FGO) and 25% have new sports apparel or gear (HNAG). When asked to classify the male body (CMB) and female body (CFB) from a pair of photographs of athletes, on a scale from 1-4, according to the apparent level of physical condition, the mean for the male body rating was 2.96/4 and the mean for the female body rating was 2.66/4.
Out of the 71% individuals that responded positively when asked if they engaged in physical activity, 76% considered themselves athletic, while the remaining 24% considered themselves sedentary. One possibility is that participants considered themselves non-athletic because either they have only engaged in physical activity recently, or practice sports occasionally during the week (once or twice a week), believing that the amount of workout sessions they have a week is not enough to be considered athletic. This second possible motive is highly probable, since according to the statistical tests 3 considering oneself sedentary or athletic seems to be significantly related to the average training frequency per week, since respondents who engage in physical activity once or twice a week (on average) will more likely consider themselves sedentary and those who engage in physical activity three to five times a week (on average) will more likely consider themselves athletic.
As expected, respondents who engage in physical activity will more likely consider themselves athletic than respondents who do not engage in physical activity.
4 However, the 3 There is a significant effect of AFTSPW on CYAS at the p<.05 level for the three conditions [F(4, 152) = 7.759, p = 0.000].
4 Engaging in physical activity (EPA) is significantly related to considering oneself an athletic or sedentary person (CYAS) 2 (1) = 88.88, p ≤ .05).
conditions of engaging or not in physical activity are not significantly different from each other.
Moreover, although the way the male body was scored does not seem to be significantly related to respondents' training habits. Respondents who engage in physical activity scored the female body higher than respondents who do not engage in physical activity. 5 These results suggest that respondents' training habits are related to their perception of the female body, but unrelated to the way they perceive the male body. This indicates that individuals who do not engage in physical activity are harsher in the way they evaluated the female body [according to the apparent level of physical condition] either because they might have body dysmorphia 6 or low self-esteem that causes them have unrealistic body ideals.
The conditions for engaging or not in physical activity are significantly different from each other, as individuals who engage in physical activity are most likely to feel especially motivated to work out when feeling guilt or obligation, having new sports apparel or gear, or having a training program.
7
In addition, gender appears to be significantly related to respondents' engagement in physical activity, or if they consider themselves athletic or sedentary.
8 These results suggest that respondents' gender might influence their training habits and self-perception. Even so, it was surprising to find out that gender was not considerably associated to all the other tested conditions, as it implies that respondents' opinions, tastes, reactions and their perception of others do not vary as much as expected according to whether an individual is male or female.
However, feeling especially motivated to work out when seeing social media shares associated with healthy lifestyles seems to be related to feeling especially motivated to work out when watching sports advertising 9 and having new sports apparel or gear 10 . A possible reason for sports advertising to 5 There is significance between the conditions EPA and CFB, in the scores for engaging in physical activity (M=2.73, SD=0.752) and not engaging in physical activity (M=2.50, SD=0.827); t(223)=-2.023, p = 0.044. 6 Body dysmorphia is an excessive concern with an imagined or slight defect in an individual's appearance that causes anxiety, or impair the individual's professional or social performance (Lambrou, Veale, & Wilson, 2011) 7 EPA is highly significant with FGO ( 2 (1) = 7. (1) = 5.917, p ≤ .05).
9 There is significance between the conditions SSMS and WSA in the scores for SSMS (M=0.00, SD=0.000) and not SSMS (M=0.06, SD=0.232) conditions; t(193.000)=3.406, p = 0.001. 10 There is significance between the conditions SSMS and HNAG in the scores for SSMS (M=0.45, SD=0.506) and not be correlated to social media shares associated with healthy lifestyles, might be that individuals who follow health and fitness pages or profiles on social media are more prone to watching sports advertising.
As opposed to the previous findings, feeling especially motivated to work out when seeing social media shares associated with healthy lifestyles, going with friends, having a training program, scheduling a session with a Personal Trainer, watching sports advertising, feeling guilt or obligation, having new sports apparel or gear, or how the male or female body were classified [according to the apparent level of physical condition] do not seem to influence feeling especially motivated to work out when watching inspirational fitness videos.
B. Focus Group Research
The Focus Group Research encompassed two evenly mixed groups (Group A and Group B), which included sedentary participants and athletic participants, although particularly aiming at sedentary individuals. The sessions took place on April 30 th and on May 7 th in a dance studio hall in Aveiro located in Aradas, called Soul Dance Academy. The Group A sessions were scheduled from 10h-11h30 and the Group B sessions were scheduled from 14h-15h30. Both sessions were divided in three parts: group discussion (part 1), participant observation during the sports training session (part 2) and group discussion (part 3).
The participant observation consisted of a 5-minute warmup, the presentation of a short workout routine with basic exercises and adaptable intensity for both athletic and sedentary participants, the implementation of the workout routine presented and a 5-minute cool-down with stretches.
A total of 13 people group participants were present in the Focus Group Research sessions. The participants were on average 36.38 years old (SD=11.529), with 15% (N=2) male participants and 85% (N=11) female participants. Considering the designed profile for both research populations, 56% (N=6) were considered athletic and 54% (N=7) were considered sedentary.
The main topics of discussion addressed in the semistructured session with participants were: Motivation and Interests, Advertisement Exposure, Feedback, Self-perception and the Perception of Others, Marketing Strategies and Opinion.
C. Overview
According to the Online Research Survey, individuals' training habits seemes to be related to their perception of the female body, with athletic individuals judging the female's body more positively than sedentary individuals. In addition, respondents who consider themselves sedentary will less likely feel especially motivated to work out when they watch inspirational fitness videos, and participants who consider themselves athletic will most likely feel especially motivated SSMS (M=0.22, SD=0.416) conditions; t(36.782)=-2.404, p = 0.021.
to work out when they watch inspirational fitness videos. Being athletic or sedentary does not seem to influence feeling especially motivated to work out when seeing social media shares associated with healthy lifestyles, or watching sports advertising. Social media shares associated with healthy lifestyles might be related to having news sports apparel or gear, because social media shares that include visual elements of sports apparel or gear could have a motivational effect on individuals. However, the fact that, according to the Online Research Survey, feeling especially motivated to work out when seeing social media shares associated with healthy lifestyles is associated to watching sports advertising (and vice-versa) , might suggest that individuals who follow health and fitness pages or profiles on social media are more prone to watching sports advertising, since feeling especially motivated to work out when watching sports advertising is also related to seeing social media shares associated with healthy lifestyles.
Seeing social media shares associated to healthy lifestyles might be related to sports advertising, because individuals who watch sports advertising might follow health and fitness pages or profiles on social media as well. These results suggested that self-perception is related to whether individuals feel especially motivated to work out when watching inspirational fitness videos, having a training program, feeling guilt or obligation, or having new sports apparel or gear, which are possibly related to self-confidence. Individuals who consider themselves sedentary seem to be unresponsive to having new sports apparel or gear, as opposed to individuals who consider themselves athletic. Therefore, it seems that sports advertising usage of the "selling concept" (Kotler et al., 2006, p. 10) is not very effective at appealing to non-athletic individuals. This confirms that individuals who are prone to feeling more motivated to exercise when watching sports advertising also feel more motivated when they have new sports apparel or gear.
According to the Focus Group Research discussions, current audiovisual advertising strategies are becoming outdated and too expectable, which could make customers and potential customers become more and more suspicious of brands' propaganda. Furthermore, participants didn't only seem aware of what effect brands expect their advertising to cause, but also of when certain types advertising will come up, especially, on the television. In the future, this can widen the gap between customer and brand, suggesting that "the selling concept" (Kotler et al., 2006, p. 10) will become less effective.
Although according to the Online Research Survey sports advertising is not a typical motivational catalyst for engaging in physical activity, when it is, it seems to be simultaneously endorsing sports apparel or gear as well. This suggests that brands who invest in sports advertising are most likely to appeal the audience to their sports apparel or gear, since most Focus Group participants expressed desire to acquire sports apparel or gear, "I have desire, but…".
A possible reason for sports advertising to be correlated to social media shares associated with healthy lifestyles, might be that individuals who follow health and fitness pages, or profiles on social media, are more prone to watching sports advertising. Having a training program might be associated to seeing social media shares associated with healthy lifestyles because the content shared on social media might include training programs or routines that inspire individuals to exercise.
Majority of sedentary participants felt as if they could not relate to the video because they could not relate to the athletes. In other words, they felt as if they could not compare themselves to the athletes. In addition, it seemed as if participants attempted rationalize the athletes' success, by pointing out factors [that athletes must engage in or have] such as drug abuse, sponsors, financial resources, free time to exercise frequently, or exceptional multitasking skills. Most athletic participants affirmed the opposite, and explained that they could relate to the video's athletes. On a first approach, the video feedback could be resumed to this. However, even participants who stated that they felt indifferent to the video, seemed to have contradicted themselves, as their verbal responses did not seem to match their non-verbal responses. Throughout the second workout session of the Focus Group Research, all evaluated participants (besides one) appeared to be more focused. Moreover, on the post-workout discussion, most participants seemed to have a very well-developed opinion on the video.
In fact, although participants did not verbalize it, and often even denied it, the video appeared to have caused an impact on participants. Some participants, especially sedentary, appeared to have felt intimidated, have negative feelings about themselves (i.e. self-restraint, guilt, displacement). For example, after watching the sports video, one sedentary participant stated: "But, well, it's their lives, it's what they feel, but it's what I… I felt out of place, completely". All in all, the fact that participants had something to say about the video, suggests exactly the opposite of what they actually declared. That is, if they had felt as indifferent towards the video as they claimed, they would not have expressed such long and thoughtful discourses about it, because indifference is meaninglessness, and the video has clearly stimulated participants to have an introspective moment. D. Smith et al.'s (2008) investigation supports this interpretation.
Additionally, participants verbalized that they thought they would've reacted differently towards the video if they had identified more with the modality and with the athletes. For example, during the Focus Group discussion, one participant suggested that "If it was a Zumba video and if they 11 liked Zumba, perhaps they would feel more… Lively" and another participant suggested that "If it was a video of a fitness class […] maybe they would've related more to it", to which participants agreed. Particularly, if the sports modality was linked to one that each individual enjoyed. However, these results do not indicate specifically if there is a significant difference between the sedentary and the athletic population when it comes to audiovisual sports advertising reaction, although, according to athletic participants' reaction to the sports video, it appears that the athletic population might be fairly more receptive to it.
11 Sedentary participants who stated that the sports modality in the video was too extreme for them V. CONCLUSION Audiovisual sports advertising seems to have a powerful effect on sedentary individuals' self-perception and the perception of others, considering that on the Focus Group Research sessions, the screened video appeared to trigger sedentary participants to have a more focused attitude in the workout and have an intense emotional response in the succeeding group discussion.
A. Hypotheses Review
We have started this study by presenting three research questions and subsequent hypothesis that would guide the research to obtain the answers needed to fulfill the expressed goals. In summary, the first and second hypothesis could not be confirmed and the second and third hypothesis were partially confirmed.
To the first hypothesis we postulated that throughout the years, the marketing strategies used by the sports industry have developed in an almost ambiguous manner. The body image that used to be considered "repulsive" in the past is presently considered a role model (Vilas Boas, 2003, p. 174) . Due to a small research sample, this was not specifically verified in Focus Group Research's participants' opinion in the group discussion. However, it seems that there is more acceptance when it comes to the image of muscular men and women, considering that the negative criticism expressed by participants did not include censure towards the visual appearance of male or female athletes in the video, but only towards their sports philosophy and sports aspirations (i.e. that athletes' sacrifice in training was too extreme). This was surprising, because it was expected for participants to spontaneously comment on the visual appearance of athletes.
Although we couldn't verify substantial results, we believe that sports industry's marketing strategies have been developed in sync with the public perception of the body image. Audiovisual sports advertising plays a twofold role, as it shapes the audience and it is shaped by the audience.
To the second hypothesis, we proposed that one of the most recent and effective strategies used by brands of the sports industry in order to embrace the sedentary population is the use of models with a look that fits in the standards of beauty of the targeted society. According to the Focus Group Research discussions, participants seem to search for their own characteristics and their perception of beauty in all advertising content, including audiovisual advertisements. For instance, when the Focus Group participants attempted to identify with the screened video, most sedentary participants felt misplaced and uncomfortable with the video and most athletic participants felt as if they could relate to the athletes in the video. Therefore, although sports advertisements didn't seem to directly influence self-perception and the perception of others, it seemed to be a trigger point, which caused an impact in participants throughout the discussions held in the Focus Group Research sessions. For that reason, although it was not completely evident, sports advertising seems to play a significant role in shaping self-perception and the perception of others. This seems to be fundamentally connected to the strategies used in the videos.
Hence, we propose that the most effective strategies to draw sedentary could be designed to promote inspirational "before and after" situations, models with all body forms, defiant brand messages (to athletic and sedentary individuals) and/or various sports modalities. Also, although not originally considered, strategies to draw athletic audience could include apparel and gear promotion.
In addition, we advise sports brands to make substantial efforts to give a sense of community not only to their current customers, but to new groups (such as non-athletic, sedentary, and even incapacitated individuals), welcoming them into their brand communities, in order to generate more revenue and a stronger brand community (Peloza & Hassay, 2007 Woolf, Heere, & Walker, 2013 .
We also recommend sports brands to not overlook their presence on Portuguese national television, since most individuals do not seem to have created a loyal relationship with a brand, and appear open to that possibility. Since product-directed sports advertising seems to be overlooked due to its commercial sense and not as a source of inspiration, it is essential that sports brands keep directing their audiovisual advertising towards the inspirational approach, not only on social media advertising, but on television as well.
To the final hypothesis, we projected that audiovisual sports advertisements that most likely and effectively obtains the more responses and reactions from the sedentary public is the motivational approach. However, we believe that this might vary according to different factors, such as: an individual's gender, age or physical condition (athletic or sedentary). Considering that in the past, gender has seemed to play an important role in opinion and self-perception, being a determining variable in various studies concerning body image, self-perception and the perception of others (Borzekowski & Bayer, 2005; Markey & Markey, 2005; McCabe & Ricciardelli, 2001) , it was unforeseen to find that the gender variable was not significantly related to any of the tested conditions, besides training habits and self-perception. Since respondents' opinions, force of inspiration and their perception of others did not seem to vary according to their gender, it seems that a model's gender in sports advertising might not be as much of a significant factor as anticipated.
Due to a shortage of range in respondents' age both in the Online Research Survey and the Focus Group Research, it was not possible to verify the role of an individuals' age in sports advertising's influence in the public. However, it seems that the motivational approach appeals to the athletic public as well as the sedentary public.
Even so, the level of physical condition of an individual seems to play an important role in the influence of sports advertising. There seems to be some variations according to how sports brands should, or should not, design their commercials. Sedentary individuals showed signs of favoring sports videos that portray lighter exercises, less intense sports modalities and models who are not very athletic, as opposed to athletic individuals who seemed to be very receptive to sports videos that represent more intense, extreme workouts with elite athletes who they recognize as role models.
In our view, successful results in sports advertisements can be obtained when enterprises design their commercials in inspirational and innovative ways. For example, simultaneously creating different advertising campaigns that, on one side, are more directed towards athletic individuals, and on another, invite non-athletic individuals inside their world. One aspect to bear in mind is to always have stimulating music in the audiovisual sports advertisement, since music seems to be play an important role on individuals' enthusiasm to exercise.
12 Therefore, we propose that brands consider these factors when identifying their target audience and designing their brand messages.
Although it seems more complicated and costlier to develop a wider range of advertisements (that can attract both the athletic and the sedentary population) it is most probably a profitable investment that can create long-term positive outcomes and help develop a more valuable and desirable brand.
B. Limitations
In future studies, the Focus Group Research should consist in a larger sample, considering not only the main dimensions, sedentary and athletic. It would be interesting to explore further indicators such as participants' sports history, body weight, body composition, gender and age, socioeconomic status, place of residence and medical conditions. These factors have presented themselves as very important in order to create a solid group that could provide consistent results, as it is believed that they may contribute in the clarification and posterior justification of sports advertising's influence in individuals. However, in the present research, it was not possible to proceed with the exploration of these indicators.
The Focus Group Research participant sample should have been larger and the selection should have been made using a stratified sample. If possible, it would be useful to implement a research with different samples and a real control group. Having groups will well-balanced gender and age ratios, variations in socioeconomic status and locations would make results more generalizable and reliable, because results wouldn't be so focused in one single population with a specific background, culture and/or mentality.
C. Future Directions
In future research, the addition of more Focus Group Research sessions will be taken into account. For example, doing three or more Focus Group Research sessions instead of two, in order to make participants more familiar with a few topics, or with the actual group, so the video impact isn't too harsh on people who have never seen or been in contact with the particular type of video content to be screened.
Furthermore, we will consider creating a longitudinal study related to sports advertising. A long-term exposure of the targets of study subjects to audiovisual sports advertising, inciting spontaneous reactions from them, in order to subsequently investigate what that reaction was and what their actual feedback is. Increasingly stimulating individuals to feel acquainted with the different dynamics of sports could truly stimulate sedentary participants to become more open to engaging in sports. In fact, this may eventually challenge them into changing their lifestyle and engage in physical activity more frequently.
Another interesting component to study in the future would be of video variety, in order to know whether different videos could cause a whole different impact on viewers. Perhaps the video could display less athletic-looking people, different sports modalities, or have a longer duration (minimum video length above three minutes).
